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Abstract

The study will furnish university students-oriented accessary market with preliminary data by virtue of university
students' wearing accessary conditions. It conducted by 151 university students in Jeon-Nam and Jeon-Buk during october
through november, 2014. The questionnaire is composed of 17 questions and used 151 out of 152 copies as the final
data, except for one insufficient reply. The analysis method carried out a technological statistics such as frequency
count, percentage, average and t-test for every questions, used by SPSS 20.0. The investigation result is as follows;

The overall numbers of answerers were 151 people, 36 male and 115 female, and showed that they purchase accessaries
of less than 20,000won in a jewelry shop. According to the 86.1% of university students' answers, the most well
known brand is OST and then Metrocity(76.2%), Swarovski(68.9%) came after. The most visit count is to a jewelry
shop, once or twice in a month, on-line shopping malls and department stores came after. Rings and bracelets are
purchased once or twice in a month, and earrings are mainly put on. When purchasing accessaries, quality and scarcity
design are the most significant conditions, getting the information through internet and fashion magazines. The ground
of purchasing accessaries is for self-contentment and for coordinating with their fashion, and also the difficult maintenance
as well as untangled wool are defined as uneasiness of using accessaries. Furthermore, the original goods are preferred
for rings and necklaces, unlike earrings and bracelets.

Key words : Accessory, University Student, Accessory Wearing Condition, Accessory Purchase Condition
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(Table 1) Purchasing frequency of accessaries (unit : %)
Sex Male Female Total
Purchasing frequency

Monthly 1~2 38.9 68.7 61.6
Monthly 3~5 5.6 14.8 12.6
Monthly 6~10 2.8 1.7 2.0
Monthly 10 over 0 0.9 0.7
Others 52.8 13.9 23.2
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(Table 2) A companion purchasing accessaries (unit : %)
Sex
. _ Male Female Total
Companion purchasing

Alone 47.2 33.9 37.1

Friend of the opposite sex 222 6.1 9.9

Same sex friend 11.1 53.0 43.0

Seniors and juniors 0 43 4.0

Family 2.8 1.7 53

Others 16.7 0.9 7

(Table 3) Proper price and expense price for purchase accessaries (unit @ %)
Content Proper price Expense price

Price Male Female Total Male Female Total
Less than 10,000 8.3 13.0 11.9 333 23.5 25.8
10,000 ~ 20,000 27.8 44.3 40.4 13.9 30.4 26.5
30,000 ~ 50,000 25.0 23.5 23.8 11.1 20.9 18.5
50,000 ~ 100,000 13.9 6.1 7.9 8.3 13.0 11.9
100,000 ~ 200,000 5.6 6.1 6.0 5.6 6.1 6.0
200,000 over 8.3 2.6 4.0 0 0 0
Others 11.1 4.3 6.0 27.8 6.1 11.3
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(Table 4) Known accessary brand (unit : %)
Sex Sex
Male Female Total Male Female Total
Brand Brand
Golden dew 8.3 24.3 20.5 Vintage hollywood 2.8 31.3 24.5
Metrocity 66.7 79.1 76.2 Didierdubot 2.8 9.6 7.9
Swarovski 63.9 70.4 68.9 Dorocy 333 32.2 32.5
Agata 11.1 41.7 34.4 Rex diamond 0 3.5 2.6
O.S.T. 83.3 87.0 86.1 Tara 5.6 0.9 2.0
Jewelria 5.6 12.2 10.6 Ruru gold 2.8 5.2 4.6
Cotini 0 2.6 2.0 Miko jewelry 0 3.5 2.6
Clue 11.1 45.2 37.1 Harrymason 83 18.3 15.9
Pandora 25.0 44.3 39.7 Rosemont 11.1 27.8 23.8
Foci 38.9 13.0 19.2 Mzuu 2.8 5.2 4.6
Goldfill 8.3 6.1 6.6 Cosmopolitan 22.2 2.8 39.1
DKNY 69.4 63.5 64.9 Blackmuse 2.8 8.7 7.3
Harry 5.6 7.0 6.6 Jestina 33.3 71.3 62.3
Stone henge 25.0 56.5 49.0 Pilgrim 2.8 20.0 15.9
Aznavour 0 3.5 2.6 Baciobaci 0 3.5 2.6
Tirrlirr 2.8 7.0 6.0 Bijoutier 0 7.8 6.0
Dluce 2.8 3.5 3.3 Tous 8.3 15.7 13.9
(Table 5) Frequency of purchasing accessaries according to types of retail stores (unit : %)
Frequency of purchasing ' Monthly Monthly Mo.re than 5 S times less
Don't use . . times a
. 1~2 times 3~4 times than a year
Retail store month
Department store 358 38.4 7.3 2.6 159
Specialied jewelry shopping complex 5.8 424 14.6 13 13.9
(or load shop)
Internet shopping mall 19.2 39.7 11.9 17.9 11.3
SPA store 33.8 33.8 9.9 9.9 12.6
TV home shopping 82.1 8.6 1.3 33 4.6
Discount store 76.8 7.9 53 6.0 4.0
Street stall 55.6 272 6.0 1.3 9.9
Festival and event 70.2 13.2 2.6 2.6 11.3
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(Table 6) Purchase frequency according to accessaries items (unit : %)
Purchase frequency 5
Monthly Monthly M.ore than > times
Don't use . . 5 times a less than a
1~2 times 3~4 times
Items month year
Ring 16.5 47.8 9.6 2.6 23.5
Earring 27.0 38.3 10.4 3.5 20.9
Necklace 339 36.5 35 1.7 24.3
Pendant 78.3 8.7 0.9 0.9 11.3
Bracelet 15.7 52.2 8.7 2.6 20.9
Brooch 84.3 2.6 0 2.6 10.4
(Table 7) Wearing frequency according to accessaries items (unit : %)
Wearing frequency Weekl Kkl Kkl
Don't wearing Everyday e? Y We? Y We§ Y
Ttems 1~2 times 3~4 times 5~6 times
Ring 29.6 43.5 20.0 4.3 2.6
Earring 32.2 49.6 9.6 3.5 5.2
Necklace 37.4 34.8 20.9 1.7 52
Pendant 90.4 43 43 09 0
Bracelet 30.4 25.2 26.1 14.8 35
Brooch 96.5 0.9 1.7 0.9 0
Important Pﬂ
Usually \\
Not important ~—Male
~——Female
Not important at all
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[Figure 1] The importance of accessaries selection criteria,
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[Figure 2] The utilization of information resources,
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50% o= vEpHaL Qo Fe e 2gh o date]
IYE 95te7} 52.8%= oA} zlolE YERNGIC
o gt ol AEgow Y= AUt

(Table 8) Reason for purchase accessaries (unit : %)
Sex

Male Female Total
Reason for purchase
Self contentment 80.6 89.6 87.4
To look beautiful to others 27.8 452 41.1
To coordinating with their fashion 52.8 76.5 70.9
To attend the special meeting 2.8 19.1 15.2
Relaxation 25.0 54.8 47.7
Present for opposite sex friend 36.1 25.2 27.8
Present 11.1 22.6 19.9
New product 2.8 5.2 4.6
Limited product 13.9 7.0 8.6
Impulse purchase 2.8 31.3 24.5
Others 13.9 1.7 4.6
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[Figure 3] Shopping propensity of accessaries

(Table 9) Accessories by item purchase propensity (unit :

oz WMo} Fule] g B} e B g Ao

%)

urchase propensit; .. o
I propensity Original Imitation
tems

Ring 51.0 28.5
Earring 31.8 33.8
Necklace 42.4 17.2
Pendant 1.3 4.0
Bracelet 29.8 344
Brooch 1.3 3.3
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(Table 10) Wearing accessories inconvenience (unit : %)
Inconvenience Sex Male Female Total
Allergy 5.6 27.8 22.5
Size 38.9 20.0 24.5
Ease of management 19.4 34.8 31.1
Clothing ladder 5.6 33.9 27.2
Injury to others 5.6 7.8 7.3
Others 27.8 7.0 11.9
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